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METHOD FOR SYNCHRONISING PRODUCT PRESENTATION WITH 

CUSTOMER NEEDS 

HELD OF THE INVENTION 

The present invention is concerned with an integrated method for 
5 obtaining customer information, analysing the information and determining the 
onset of consciously perceived product needs in prospective clients and for 
presenting appropriate products to those clients at the determined time. 
SUMMARY OF THE PRIOR ART 

Historically, the financial services sector has typically employed a range 
10 of strategies to generate leads and identify prospective customers. These 
strategies have included the use of high level corporate awareness and image 
building promotional campaigns which have been delivered by means of a 
variety of electronic and print media. Direct mail campaigns, teleprospecting 
and various other relatively untargeted methods are also well known in the prior 
15 art. 

Several problems are associated with these prior art lead generating 
methods. For example, the strategies are often centred around products 
targeting needs which are latent rather than felt. By this it is meant that, while 
the customer may well have a need for the product, in that the product would 

20 provide some advantage to the customer, that need is not consciously 
perceived by the customer. That is, the need is not "felf by the customer. As a 
result, the customer does not recognise the applicability and desirability of the 
product so that response rates to the lead generating campaign are extremely 
low. Thus, as only a small proportion of the people who receive the message 

25 are consciously aware of their need for the product, these types of strategies 
result in high customer acquisition costs. 

Another problem associated with prior art lead generating methods is 
that they may typically be characterised as "scatter-gun" approaches. That is, 
large numbers of members of the public are targeted that have either no need 

30 for, interest in, or knowledge of, the subject matter. Consequently, there is a 
significant wastage of advertising expenditure with associated low marketing 
productivity. 
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Another problem with the prior art methods of promoting and delivering 
financial sen/ices is that, in many cases, financial products are promoted 
without a deep understanding of the customer's life-stage, current financial 
needs or future goals. In other words, such financial products are not able to be 
5 promoted to meet a specific group of customers' current set of needs or are 
promoted at a time when the customer (or group of customers) may not have a 
present need for the products. 

Underpinning this problem is that prior art methods result in virtually no 
collection of information as to the stage of life that prospective customers have 

10 reached, their financial position or their foreseeable needs (e.g. children's 
education, home or business expenditure, retirement etc). Consequently, there 
is no development of any customer profile which would improve the institution's 
capability to present appropriate "products" (e.g. financial products and 
insurance products) to prospective customers at an appropriate time in the 

15 future. 

It is an object of the present invention to provide a method by which 
Information is collected directly from customers or prospective customers and 
collated so that an institution's products can be presented to customers at a 
time when the customers have a felt need for the institution's products in order 
20 to maximise the likelihood of sales of the products. 
DEFINITIONS 

In this specification any reference to "customer" or "customers" is 
intended to Include a reference to "prospective customer" or "prospective 
customers". 

25 Any reference in this specification to "producf or "products" is intended 

to include a reference to "product and/or service" or "products and/or services". 

SUMMARY OF THE INVENTION 

According to the present invention there is provided an integrated 

method for marketing products, said method including the steps of: 
30 a) obtaining information about a customer from the customer to generate a 

customer profile; 
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b) analysing the information to determine the likely existing and future 
needs of the customer and to determine the approximate times at which said 
future needs will arise; 

c) recording the determined needs and diarising said approximate times, so 
5 that the customer may be contacted at, or prior to, the approximate times 

regarding the detennined needs. 

To allow the invention to achieve the above stated objectives, the 
invention preferably utilises an event-based lead generation system that 
delivers Information to customers related to various events they may 

10 experience throughout their lives. 

Accordingly, it is preferred that the initial step of obtaining information 
about a customer is preceded by a promotional campaign. The promotional 
campaign may be by way of print, radio or television advertisements, direct 
marketing, mail-outs, information provided over the intemet and the like. 

15 Preferably, the promotional campaign will promote life event information (being 
infonnation to help manage a life event or major personal decision) and related 
advice (such as advice for addressing certain needs associated with such life 
events) available from the institution. This life event information and advice 
may be obtainable free of charge or for a fee. The provision of this life event 

20 infonmation and advice has several purposes. First, it serves to increase 
customers' awareness of up-coming life events and the needs (such as 
financial or insurance needs) that typically accompany such life events. 
Secondly, it educates customers in relation to at least some of the products 
available to address those needs. Further, the provision of such information 

25 and advice is intended to encourage customers to seek further (more specific) 
infonnation and advice from the institution when the customer then contacts ttie 
institution for this purpose, the institution then has the opportunity to obtain 
information from the customer so as to create a profile on the customer. 

The provision of the abovementioned information and advice also 

30 provides several benefits to both an institution effecting tills method and to tiie 
institution's customers. 

The benefits for the institution result because the marketing information it 
gains from offering customers the life event information provides it with tiie 


wo 00/39718 


4 


PCT/AU99/0n61 


capability to know which customers to prospect for subsequent sale, the best 
products to market to these customers, the optimal time to target them and 
through which potential channels the customers are likely to be most receptive. 
The life event information provides the institution with this capability 
5 because the nature of the life event information requested by the customer will 
allow the institution to identify which life stage the customer is in. In providing 
this infomiation, the institution will also collect details on the customer that will 
further enhance its understanding of the customer needs. 

The invention is thus structured to enable the institution to capture - 

10 and manage - superior customer information. The Invention allows the 
institution to improve the overall productivity of the marketing effort, enhance 
the effectiveness of its sales force, and increase significantly the profitability of 
each customer relationship. 

The process also results in unique benefits for the customer because 

15 there is a direct connection between the lead generation process and the 
resulting sales process. No longer does the institution have to adopt a scatter 
gun marketing approach resulting in large numbers of people being targeted 
with products that they have no need for, interest in, or knowledge of. 
Customers will be marketed products that are likely to be of most interest or 

20 benefit to them. 

Preferably, when a customer responds to such a promotional campaign 
(as referred to above), the financial institution will obtain certain information 
from the customer, such as, age, marital status, number and age of 
dependents, occupation, financial position and/or other such information. 

25 Certain information may be obtained simply from the nature of the life event 
information and related advice sought by the customer. For instance, it can 
reasonably be assumed that a customer who has sought information about 
purchasing a home is considering making such a purchase in the foreseeable 
future. This information may be used by the institution almost immediately to 

30 address a customer's short-term requirements (for instance by effecting an 
early sale of a suitable financial product). More typically, the information may 
be retained for future reference by the institution. Preferably, the infonnation is 
retained in a database. 
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The life-event information and advice provided by the Institution may be 
fonwarded to the customer in any suitable manner (such as by way of booklets, 
brochures, other printed publications, CD-ROMs, videos, or electronically, such 
as by way of the internet or by face to face consultation). 
5 This life event information and advice is intended to provide important 

lifestyle information and to assist customers in identifying their financial and 
other relevant needs based on their life-stage and other relevant factors. Once 
the customer better realises his or her needs (for instance, in the context of their 
stage of life and/or a life event they may be experiencing which may be 

10 influencing their financial needs), the customer is much more likely to contact 
the Institution with a view to purchasing the institution's products which are 
intended to address the identified needs. 

The infomiation obtained from the customer by the institution helps the 
institution determine a product suitable to address the customer's determined 

15 needs. The analysis of the information can be done manually (for instance, by 
officers of a financial institution) or, more preferably, with the assistance of a 
suitable software package. 

Preferably at or prior to said approximate times, a product (or several 
products) will be Identified as suitable for substantially addressing the 

20 determined needs and the customer is informed of the relevant product(s) at or 
before the approximate times. In order to achieve this, a customer may be 
allocated to at least one of several sales/distribution points for subsequent 
exposure to the sales process (e.g. internet, financial planner, mobile banker, 
telephone etc). This subsequent exposure should be at or near a time 

25 synchronised with the approximate occurrence of the life event that will give rise 
to the need for the financial product. 

Preferably, the customer is informed of the suitable product(s) by means 
of any appropriate sales platfonn, including face to face consultation, by 
telephone, over the internet, etc. The sale of the product(s) may then be 

30 concluded either by means of "self-sen/ice" or "staff assistance" (from the 
institution). The above method also helps to strengthen the relationship 
between the customer and the institution. The institution is seen to be pn^active 
in anticipating and helping to address the customer's needs. 
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DETAILED DESCRIPTION OF THE INVENTION 

The invention will be described with reference to a preferred embodiment 
and in particular to an embodiment which Is concerned with the marketing of 
financial products. It will be realised however that other embodiments and 
5 variations are possible and that the invention will find application to the 
marketing and sales of other types of products as well. 

In order to obtain information from a customer, the financial institution will 
preferably initially embark on a promotional campaign which may be targeted to 
particular customers or customer groups or it may be untargeted. For example, 

10 the promotional campaign might promote certain information obtainable from 
the financial institution (either free of charge or for a fee) regarding life events 
and advice, including financial advice, for coping with such events. For 
example, the Information and advice might relate to the purchase of a home, 
the sale or purchase of a business, starting a family, saving for childrens' 

15 education, changing jobs, or investing for retirement. The promotional 
campaign may also include print, radio and television advertisements, direct 
marketing, mail-outs, face-to-face discussions, brochures or point of sale 
materials or merchandise available at outlets of financial institutions and other 
similar means. The abovementioned information and advice may be provided 

20 by the financial institution In any suitable form, such as by way of booklets, 
brochures, leaflets, infomiation guides, other printed publications, or 
electronically such as via the internet, CD-ROM, video, by face-to-face 
discussions or by any combination of these. 

When a customer responds to the promotional campaign and requests 

25 any of the promoted information and advice, the customer would be required to 
provide some information to the financial institution. This information may be 
sought in a variety of ways. For example, if the promotional campaign is by 
means of printed media or over the internet, a brief questionnaire might be 
included for completion by the customer. Alternatively, once a response is 

30 received from a customer, a questionnaire might be sent out to the customer or 
infomiation might be gathered by a telephone or face to face interview. 
Typically, the information requested from a customer would, in addition to 
contact details, include details concerning age, marital status, the number and 
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age of any dependents, value of assets, income, ennployment and other life 
event information requested. Typically, the information obtained from a 
customer is retained in a centralised database or storage centre. This 
information is retained and a lead file concerning the customer is generated. 
5 The information in this lead file is then available to be analysed to determine the 
customer's likely present and future needs and to detemnine the approximate 
times at which these needs will arise. Preferably, the analysis of the lead file is 
conducted with the assistance of suitable computer software. 

The lead file is preferably continually updated to take Into account any 

10 relevant changes in the customer's profile of which the Institution becomes 
aware (e.g. changes in employment situation, marriage or marriage breakup, 
additional dependents, receipt of any inheritance etc). 

The information and advice proposed to be provided by the institution to 
customers is typically not intended to be specifically customised for individual 

15 customers, rather it is typically tailored to be relevant to groups of customers 
(such as those about to buy a home, those about to start a family, those about 
to commence a job, those about to buy a car etc). The information and advice 
is Intended to be general information and advice regarding particular life events 
or major personal or financial decisions. Such Infomiation and advice is 

20 typically continually updated to take into account relevant new infomnation or 
requirements, such as changes in law or tax structures, changes in the financial 
environment, changes in home property prices in different areas and similar 
such matters. 

The relevant information and advice is then provided to the customer by 
25 any suitable means preferred by the customer, such as brochures, booklets, 
CD-ROMS, videos, over the internet, over the telephone and/or by face to face 
communication. 

This information provided to customers helps them make better 
decisions at major turning points or events in their lives. Ultimately, this assists 
30 customers to more effectively manage their lives, rather than just their finances. 
The sen/ice therefore includes the provision of life management information, not 
just financial management infomnation. The breadth of information is such that 
it provides a "cradle-to-grave" customer lead generation and management 


wo 00/39718 PCT/AU99/01 161 

8 

system, providing information on many major life and financial events 
experienced throughout a person's adult life. For example, the information 
covers a range of issues designed to help consumers navigate successfully 
through different stages of their life - from commencing their career, to buying 
5 their first home, starting a family, developing a business, through to planning 
and enjoying their retirement. 

At or prior to the above mentioned approximate times, it is preferred that 
the financial institution will undertake a review of the customer's lead file and, in 
light of the customer's determined needs, will analyse these needs in the light of 

10 existing products offered by the institution. This helps to ensure that the 
customer Is provided with the most relevant and up-to-date products applicable 
to the customer's life-stage and determined needs. 

The customer information contained in the lead file may be used 
immediately for helping the customer address his or her immediate needs. 

15 More importantly, however, the customer information is retained and the 
approximate dates are diarised so that the customer can be contacted at about 
or before the approximate times. When contacting the customer, the financial 
institution will already have some understanding of the customer's determined 
needs and will be able to offer one or more financial product(s) (or other 

20 product(s)) which may assist in addressing these needs. 

Such a targeted approach Is far more cost effective than existing 
"scatter-gun" approaches presently adopted by various financial (and other) 
institutions. Such a targeted approach rationalises promotional expenditure, 
reduces the amount of time spent by sales staff in identifying and pursuing 

25 customers who may (or may not) have any need for the institution's products. 
This approach attempts to make an institution's approach to customers coincide 
with the customer's detennined needs thereby increasing the prospects of 
effecting sales of the institution's products to the relevant customers. 

The detemiination of the above mentioned approximate times from the 

30 customer infonnatlon in the lead file and the diarisatlon of these approximate 
times by the Institution provide a number of advantages. Firstly, this enables 
the institution to present an appropriate financial product to the customer at a 
time when the customer has or is likely to have an actual need for the product. 
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This targeted approach has significant cost savings and efficiency gains and 
results in a greater likelihood of effecting a product sale. From the customer's 
perspective, it is also advantageous to have his or her needs attended to as 
and when they arise rather than be provided with information regarding future 
5 needs well before the need has arisen or even been identified. 

As a result of the above method, the customer also perceives the 
institution as being proactive and helpful in addressing the customer's needs 
which greatly increases the valuable goodwill between the institution and the 
customer. This goodwill is further enhanced by the provision of the 
10 abovementioned life event information and advice which is often part of the 
institution's own information gathering exercise. 
BRIEF DESCRIPTION OF THE DRAWINGS 

Figure 1 is a schematic representation of a preferred embodiment of the 
method of this invention. 

15 Figure 2 is a schematic representation of a preferred embodiment of a 
portion of the method of this invention, namely obtaining customer 
information, entering information into database, and analysing the 
information for the purpose of detemiining an appropriate product 
for sale to the customer. 

20 Figure 3 is a schematic representation of a range of preferred and optional 
embodiments of the method of this invention. 
The schematic of Figure 3 describes how the invention: 

- can be promoted via multiple vehicles, 

- utilises multiple vehicles to allow the customer to order and request the life 
25 management information 

- can capture important marketing information (in the form of lead generation 
data) that can then be actioned across multiple delivery channels, 

- allows the deployment of an event*based sales system across multiple sales 
platfonms. 

30 With reference to Fig. 2, which relates to a portion of the method of this 

invention, the step of undertaking a review or analysis of the customer 
information 10 generally requires that the customer information 10 be entered 
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into a database 20. In certain situations, the information may be used 
immediately, prior to being entered into a database. 

As previously mentioned, such customer information 10 might be 
relatively general, such as information on the customer's age, marital status, 
5 career etc. Other more specific customer information might, for example, be 
that the customer has a child nearing university entry age. 

The information in the database 20 is then analysed in respect of 
a particular customer, boxes 30 to 70. The information and results of the 
analysis are incorporated into a lead file 80. At box 30 the information is 

10 processed to determine the customer's life stage. This detemiination might be 
made on the basis of the customer's age, marital status, years in the work 
force, number of children etc. There are many different techniques for making 
such a determination. The result of the determination is that the customer is 
characterised as being in, or about to enter, a particular life stage. For 

15 example, the customer may be determined to be at an early career stage so 
that wealth generation rather than consolidation is indicated. At box 40 the 
customer is characterised as belonging to a particular life stage by self- 
identifying the most recent major life or financial event they have experienced 
and then self-identifying the next expected life or financial event to be 

20 experienced. This then provides direction for the particular product 
requirements that will be triggered by the experience of these events, and thus 
focus for the subsequent sales effort. At box 50 the customer's goals are 
prioritised according to an appropriate set of guidelines, such prioritorisation is 
a technique already used by some financial advice providers and will not be 

25 explained further here. At box 60 the customer's financial and psychological 
buying needs are assessed. For example, the customer's business may 
require the regular upgrading of computer equipment and such needs are 
taken into account at this time. Psychological aspects of the customer's 
buying needs are also, preferably, taken into account at this time. These 

30 psychological aspects relate to the psychological motivation that a customer 
has or may have for purchasing a particular financial product. For example, 
this may relate to how a customer may manage the investment risk/return 
trade-off, or it may relate to what is most important to a customer in temns of 
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the type of relationship they wish to have with a financial institution 
(convenience, simplicity, etc), or it may relate to the competitiveness of the 
rates they hope to receive on lending or deposit products. Factors such as 
the customer's personality, personal responsibilities, personal values and life 
5 experiences may together influence their dominant psychological needs when 
evaluating financial products. At box 70 an analysis of the customer's 
financial arrangements and financial capacity is undertaken. 

Some or all of the results of the reviews and analysis, refen^ed to in 
boxes 30 to 70 are incorporated into the customer's lead file 80. 

10 On the basis of the results of boxes 30 to 70 a selection can be made at 

box 90 of the most appropriate product(s) to nneet the customer's needs. The 
results generated by boxes 30 to 70 are optionally stored in the database 20 so 
that they can be recalled, without haying to be recalculated, until the next review 
takes place. These results can be used to trigger future approaches to the 

15 customer based on dates at which future needs are likely to arise. 

This review and analysis provides sales staff of the financial institution 
with the most appropriate product or products for presentation to the customer. 

Accordingly, while the steps taken help generate a lead file which allows 
the sales personnel to work out a customer's likely needs at an appropriate 

20 time, the review/analysis steps of Figure 2 go further. They increase the 
amount of Information in the customer's lead file and help the institution to make 
a detemiination of the most appropriate product to be presented to the 
customer at the most appropriate time. 

The above described method is superior to current marketing and sales 

25 practices that either adopt the scatter gun approach as described eariier, or that 
rely on analytically predicting customer product requirements based on the 
customer information that has previously been captured by the institution. The 
problem with this predictive method is that conventional data mining strategies 
and predictive modelling techniques are only as good as the data set they are 

30 analysing, and in many cases, the data set is incomplete or out of date. The 
method of this invention addresses this weakness by having the customer self- 
identify their life stage and upcoming events, retaining this infonnation, and then 
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analysing the information, thereby taking the guesswork out of where to focus 
subsequent sales efforts. 

Current practices do not adequately take into account the power of the 
psychological principle, the Principle of Reciprocity, By providing customers 
5 with useful life event-related information, institutions can uniquely strengthen 
the perception of value their customers receive from a relationship with that 
particular institution. Furthermore, research has proven that the provision of 
this valuable information is likely to lead to an enhanced feeling of goodwill 
towards the organisation and a greater predisposition to developing a 

10 relationship with it. 

Further, the provision of such life-management information is intended 
to encourage customers to seek further (more specific) financial information 
and advice (related to the life event) from the institution. When the customer 
then contacts the institution for this purpose, the institution then has the 

15 opportunity to obtain information from the customer so as to create a deeper 
profile on the customer. 

An additional component of the invention - the event-based sales 
system - which also utilises major life and financial events as the basis for 
understanding each customer's unique needs, provides the appropriate 

20 vehicle to deepen the customer profile in this way. 

By taking customers through the event-based sales system an institution 
can uncover the life stage a customer is in, identify their future life/financial 
goals, analyse their financial needs, evaluate what is most important to them 
when buying financial products and sen/ices (i.e. psychological buying factors), 

25 and structure the best sales solution for them in the context of the particular 
event they are experiencing now or about to experience in the near future. The 
process also maximises the opportunity to sell a suite of banking and financial 
services products by facilitating the comparison of the benefits and advantages 
of product packaging vs standard individual products. 

30 The event-based sales system ameliorates a number of specific 
shortcomings in current sales practices. These shortcomings include: 
• A narrow orientation towards product as opposed to the customer's total 
set of needs 
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• Little or no focus on financial service products (i.e. as well as banking 
products) 

• Little or no focus on selling a package of products 

• Inability to capture the full commitment or support of sales personnel. 

5 The event-based sales system improves the prospects of achieving the 
following outcomes: 

• The customer understands the process due to its simplicity and its use of 
metaphors that are easily visualised 

• The process encourages the building of rapport and trust with the customer 
10 • The service is simple to execute at the point of sale, across a range of 

sales platforms, e.g. face-to-face, intranet/internet, telephone (I.e. the 
process can be delivered with or without staff assistance) 

• The customer perceives they are in control - because they self-select the 
segment they fall in and can 'drive' the process themselves 

15 • The process uncovers the psychological factors motivating people to buy 

• The process provides a profile of the full customer wallet (banking and 
financial services), and facilitates a customised solution for different 
customer segments. 

Additionally, the provision of this life-management information, when 
20 integrated with an event-based sales process, further helps the customer 
understand some of the financial issues related to the experience of different 
life events, and will enhance the probability that the institution can close each 
subsequent sales opportunity that is triggered by the experience of the major 
life or financial event. 
25 Regardless of the sales platform used, the approach used by the event- 

based sales system employed by the invention also maximises the 
consistency of sales delivery across different sales staff. This addresses the 
weakness in current sales practices that rely on variable levels of sales staff 
interpersonal skills that can lead to inconsistent perceptions of trust by the 
30 customer. 

While the invention has been described by means of an exemplary 
embodiment, variations and other embodiments will be recognised by those 
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skilled in the art. Accordingly, the following claims are not to be read as 
linriited to the previously described embodiment. 
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THE CLAIMS DEFINING THE INVENTION ARE AS FOLLOWS : 

1 . An integrated method for marketing products, said method including the 
steps of: 

a) obtaining infomnation about a customer from the customer to generate a 
customer profile; 

b) analysing the Information to determine the likely existing and future 
needs of the customer and to detemiine the approximate times at which said 
future needs will arise; 

c) recording the detenmined needs and diarising said approximate times, so 
that the customer may be contacted at, or prior to, the approximate times 
regarding the detemnined needs. 

2. The method of claim 1, wherein the step of obtaining infomnation 
includes having the customer answer a set of predetermined questions. 

3. The method of claim 1 or claim 2, wherein the customer infomiation 
obtained is information concerning the customer's life stage. 

4. The method of claim 3, wherein the customer information concerning the 
customer's life stage includes the customer's age, occupation, marital status, 
number and age of any dependents, cun^ent financial position, goals, past life 
events and/or foreseeable future life events. 

5. The method of claim 4, further including the step of generating a lead file 
containing the customer information. 

6. The method of claim 5, wherein the customer information in the lead file 
is analysed, the customer's likely present and future needs are determined, said 
approximate times are also determined and these determinations are entered 
into the lead file. 
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7. The method of any one of claims 1 to 6. wherein, prior to or at about any 
of said approximate times, a prompt is issued that a determined need of the 
customer is about to arise or has arisen. 

8. The method of claim 7, wherein, at least one product is then identified as 
being adapted to substantially address the customer's determined need. 

9. The method of claim 8, wherein, after identification of the at least one 
product, the customer is advised of the at least one product and is given the 
opportunity to purchase same. 

10. The method of claim 9, wherein the customer is advised of the at least 
one product by means of advice conveyed in a face-to-face consultation, in a 
telephone discussion, in a written communication, or in an email 
communication. 

11. The method of any one of claims 1 to 10. wherein, prior to the step of 
obtaining customer infomnation, a promotion campaign is conducted. 

12. The method of claim 11, wherein the promotional campaign Includes 
promotions or advertisements in the print media, on radio, on television, by 
mail-outs, over the internet, or by any combination of these. 

13. The method of claim 1 1 or claim 12, wherein the promotional campaign 
promotes life-stage information adapted to assist customers identify certain 
existing and future needs associated with one or more life events. 

14. The method of claim 13, wherein the promotional campaign further 
promotes life-stage advice for addressing and/or managing the identified needs. 

15. The method of any one of claims 11 to 14, wherein, upon receipt of a 
response from a customer to the promotional campaign, the customer is 
provided with a set of questions so as to obtain the customer information. 
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16. The method of claim 15, wherein the customer is then provided with the 
life-stage information and advice. 

17. The method of claim 16, wherein the life-stage information and advice is 
provided by way of booklets, brochures, CD-ROMs, videos, over the internet 
and/or by face-to-face discussions. 

18. The method of any one of claims 1 to 16, wherein the products are 
financial products. 

19. The method of any one of claims 5 to 18, wherein the lead file is 
updated, on an ongoing basis to reflect changes in the customer's life stage, 
financial position, employment, marital status and other circumstances. 

20. An integrated method for marketing products, said method including the 
steps of: 

a) obtaining background information and life-stage details about a 
customer from the customer to generate a customer profile; 

b) delivering life stage information that is relevant to the customer; 

c) enhancing the customer profile by including any further 
background information or life-stage details provided by the 
customer after the customer has received the life-stage 
infomnation; 

d) analysing the customer profile to determine the likely existing and 
future needs of the customer and to determine the approximate 
times at which said future needs will arise; 

e) recording the detemiined needs and diarising said approximate 
times, so the customer may be contacted at, or prior to, the 
approximate times regarding the determined needs. 

21. The method of daim 20, wherein the life-stage infomiation has been 
either requested by the customer or offered to and then requested by the 
customer. 
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22. The method of claim 20 or 21 , wherein, prior to the step of obtaining the 
background infomnation and life-stage details, a promotional campaign 
conceming the life-stage information is conducted. 

23. The method of claim 22, wherein the promotional campaign includes 
promotions or advertisements in the print media, on radio, on television, by 
mail-outs over the internet, or by any combination of these. 

24. The method of claim 22 or claim 23, wherein the promotional campaign 
further promotes life-stage information and/or life-stage advice for managing 
different life events experienced during various life stages, and/or managing the 
identified needs associated with different life events. 

25. The method of any one of claims 20 to 24, wherein the customer contact 
is made in conjunction with an offer of a product and/or life-stage information 
designed to address the customer's determined needs. 

26. An integrated method for marketing products, said method being 
substantially as hereinbefore described with reference to any one or more of the 
Figures. 

27. A software product, including means for storing information about a 
customer so as to generate a customer profile; analysis means responsive 
to a predetermined instruction set and to said customer profile, said analysis 
means generating a set of records including predicted existing and/or future 
needs of said customer, including the predicted likely date of such needs 
and the nature of such needs. 
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